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ABSTRACT 
T h i s r e s e a r c h report tests five m a r k e t e n t r y b a r r i e r s in 
the c o n s u m e r g o o d s m a r k e t , n a m e l y , cost a d v a n t a g e s of i n c u m b e n t s , 
p r o d u c t d i f f e r e n t i a t i o n of incumbents, c a p i t a l r e q u i r e m e n t s , 
a c c e s s to d i s t r i b u t i o n channels and p r i c e c o m p e t i t i o n . A m a i l 
survey is c o n d u c t e d to m o d e l m a r k e t entry d e c i s i o n s of e x e c u t i v e s 
w i t h a d e c i s i o n — m a k i n g instrument c o n s i s t i n g of 10 m a r k e t entry 
o p p o r t u n i t i e s . T h e differences in the i m p o r t a n c e of the five 
entry b a r r i e r s for early and late entry in t h e c o n s u m e r g o o d s 
m a r k e t in Hong Kong are investigated. 
T h e f i n d i n g s indicate that m a r k e t i n g e x e c u t i v e s c o n s i d e r all 
five e n t r y b a r r i e r s in m a k i n g m a r k e t e n t r y d e c i s i o n s . F o r e a r l y 
m a r k e t e n t r y d e c i s i o n s , the importance of t h e five e n t r y b a r r i e r s 
are n o t found to d i f f e r s i g n i f i c a n t l y . On t h e o t h e r h a n d , for 
late e n t r y d e c i s i o n s , price c o m p e t i t i o n a p p e a r s to b e less 
i m p o r t a n t than t h e cost advantages, p r o d u c t d i f f e r e n t i a t i o n of 
i n c u m b e n t s and c a p i t a l r e q u i r e m e n t s . F i n a l l y , t h e r e s u l t s show-
t h a t e n t r y b a r r i e r s are perceived to b e m o r e i m p o r t a n t in late 
e n t r y t h a n e a r l y e n t r y into the c o n s u m e r g o o d s m a r k e t in H o n g 
K o n g . 
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PREFACE 
Firms invariably attribute their success to the existence 
of some entry barriers in the competitive environment. A s a 
r e s u l t , identification of entry b a r r i e r s in the market place 
p l a y s an important role in decision m a k i n g for both existing 
firms and new entrants. Entry b a r r i e r s exist in a number of 
forms t h a t h a v e been well catalogued and described in the field 
of industrial organization economics. 
T h o u g h m a r k e t entry barriers are crucial environmental 
factors t h a t influence the market share and profit of firms 
already in the m a r k e t , very little empirical research has 
examined t h e b a r r i e r s , especially in H o n g K o n g . Therefore, this 
p r o j e c t t e s t s five m a r k e t entry barriers in Hong Kong‘s consumer 
m a r k e t s : c o s t advantages of incumbents, p r o d u c t differentiation 
of i n c u m b e n t s , capital requireinents, access to distribution 
c h a n n e l s , and p r i c e . 
W e m o d e l l e d m a r k e t entry decisions of 22 executives in large 
firms w i t h a decision-making instrument consisting of 10 m a r k e t 
entry o p p o r t u n i t i e s . The differences in t h e importance of the 
five m a r k e t entry barriers for early and late entry in the 
c o n s u m e r g o o d s m a r k e t in Hong Kong w e r e investigated. 
T h e study is organized around the steps one would actually 
take in c o n d u c t i n g a marketing research p r o j e c t . Chapter I is 
the i n t r o d u c t i o n including literature r e v i e w , the definition of 
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early and late entry decisions, and overview of the Hong Kong 
consumer goods m a r k e t . Chapter 工工 presents the m e t h o d o l o g y used 
in the research, which includes sections like statement of 
o b j e c t i v e s , research design, data collection method and sampling 
t e c h n i q u e s . Chapter 工工工 describes the data analysis p r o c e s s , 
including method of analysis and research r e s u l t s . Chapter IV 
m e n t i o n s some limitations encountered in research design and 
data c o l l e c t i o n . Finally, Chapter V contains the conclusions and 
d i s c u s s i o n . This chapter deals with identification of barriers, 
importance of market entry barriers and m a n a g e r i a l implication. 
We owe a great deal of thanks to many people in preparing 
this r e p o r t . Specifically, our supervisor, Dr. Julie Yu, 
provided m o s t insightful guidance. Helpful comments about the 
design of the questionnaire were provided by five executives and 
five postgraduates in the pretest stage. We are also grateful 
to all the respondents for their participation and sharing of 
v a l u a b l e thoughts with u s . 
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In a w o r l d full of opportunities and free competition, many 
firms enter new or familiar markets in an attempt to grow by 
introducing new or modified products. Some other firms enter with 
products t h a t are identical to the ones already on the m a r k e t . 
In either c a s e , the firm faces market entry barriers and great 
financial r i s k . The firm has to make every effort to overcome 
these b a r r i e r s in order to enter successfully and get a share of 
the m a r k e t . 
No m a t t e r how strong or how weak the entry barriers are, 
they do to some extent decrease the likelihood and speed with 
which p o t e n t i a l competitors can come into the m a r k e t . In other 
w o r d s , b a r r i e r s to entry give incumbents inherent advantages over 
p o t e n t i a l entrants in getting and sustaining early m a r k e t share. 
As a r e s u l t , m a r k e t entry barriers are crucial environmental 
factors t h a t influence the composition of m a r k e t and the profit 
of firms already in the m a r k e t . 
M o s t of the pronounced barriers to entry are in fact 
c o m p e t i t i v e a d v a n t a g e s developed by existing firms in the m a r k e t , 
for e x a m p l e , cost advantage and p r o d u c t differentiation of 
incumbents. Internal company factors such as financial 
constraints m a y also be a barrier to enter a new m a r k e t which 
involves h i g h capital investment. In some c a s e s , environmental 
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factors such as government regulations and technological change 
can b e c r i t i c a l impedances to market entry. 
Literature Review 
A literature review is conducted to obtain a more precise 
p i c t u r e of which types of barriers commonly exist in m a r k e t s . 
F u r t h e r m o r e , acquisition of some background knowledge of this 
topic can give aid to the development of research d e s i g n . A f t e r 
a p r e l i m i n a r y literature survey, five entry barriers were 
selected for the study as the independent variables for analysis: 
1. Cost advantages of incmnbents 
2. Product differentiation of incumbents 
3. Capital requirements 
4. Access to distribution channels 
5. Price 
The first four entry barriers are proposed by Michael 
Porter(1980) in Coinpetitive Strategy. whereas the last entry 
b a r r i e r , p r i c e , is cited from the article "Barriers to Entry" by 
H a r o l d Demsetz(1982) . These factors are chosen primarily in view 
of the characteristics in the marketing m i x for consumer g o o d s . 
Product differentiation of incumbents is attributed to the design 
and p a c k a g i n g of the product itself as well as the promotion 
given to it. Cost advantages and likelihood of price competition 
are related to the pricing of the p r o d u c t , while access to 
d i s t r i b u t i o n channels corresponds to the place in the mairketing 
m i x . L a s t l y , capital requirement is inevitably an important 
financial consideration in entering a m a r k e t . The five entry-
barriers and their corresponding implications are depicted in the 
• _ ... 
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following d i s c u s s i o n . 
Cost advantages of incumbents is one of the m o s t important 
entry b a r r i e r s . A firm has cost advantages if its cumulative 
cost of performing all value activities such as production and 
m a r k e t i n g is lower than competitors' c o s t s . Cost advantages 
usually result from economies of scale and the learning effect. 
More s p e c i f i c a l l y , the advantages include a reduction in unit 
cost resulting form product knowhow, d e s i g n characteristics, 
favourable access to raw materials, favourable locations, and the 
experience curve. The value of cost a d v a n t a g e s hinges on its 
sustainability which will be present if the sources of a firings 
cost advantages are difficult for c o m p e t i t o r s to replicate or 
imitate. 
Product differentiation is the p r o v i s i o n of a product 
regarded by the users as meaningfully d i f f e r e n t from competition. 
Differentiation can be achieved in m a n y w a y s , including 
a d v e r t i s i n g , true p r o d u c t difference, c u s t o m e r service, a unique 
d i s t r i b u t i o n system, or the creation of an image or reputation. 
The idea of differentiation is not p e c u l i a r to the private 
s e c t o r , for e x a m p l e , universities and c o l l e g e s have sought to 
d i f f e r e n t i a t e the courses and qualifications they o f f e r . It is, 
h o w e v e r , always true that organizations able to achieve 
strategies of differentiation provide for themselves very real 
b a r r i e r s to competitive entry. 
In terms of financial considerations for entering a m a r k e t , 
the need to invest large capital resources in order to compete 
or enter a m a r k e t constitutes a barrier to e n t r y . The barrier 
is h i g h e r in capital-intensive industries such as manufacturing 
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of h e a v y m a c h i n e r i e s . In some cases, capital requirements differ 
a lot even though the business scopes are quite similar. For 
i n s t a n c e , the barrier of capital requirements to enter the 
s u p e r m a r k e t chain business is much higher than the same b a r r i e r 
to set up a retail store. 
A n o t h e r m a j o r barrier to entry is the availability of 
p r o f i t a b l e distribution channels. First or early market entrants 
use intensive distribution strategies to limit the access to 
logical and profitable distribution channels . for the potential 
m a r k e t e n t r a n t s . Channel—blocking tactics employed include 
e x c l u s i v e agreements with distributors, aggressive discounts 
based on the channels‘ total p u r c h a s e s , and bundling or 
u n b u n d l i n g as appropriate to reduce vulnerability to challengers. 
The later the m a r k e t entry decision is m a d e , the higher will be 
the b a r r i e r of access, to distribution c h a n n e l s . 
Some instances of price cutting are identified as barriers 
to e n t r y . These are harmful price reductions in which pricing 
is d e s i g n e d to monopolize a market by keeping potential entrants 
or d r i v i n g rivals out of the m a r k e t . The ability of one firm to 
c h a r g e a lower price than another for a given quality or to 
o u t l a s t another in a "price war" will be correlated with its 
e f f i c i e n c y . H e n c e , the longer the incumbents stay in the m a r k e t , 
the m o r e they w i l l learn from the experience curve and the more 
likely t h e y w i l l be to go into a price w a r . In this c a s e , the 
b a r r i e r to entry due to price competition is h i g h e r . 
• -- • • - _ ： ‘ 
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Early And Late Market Entry Decisions 
In spite of the presence of barriers to m a r k e t entry, many 
firms still try to enter markets and some even become more 
successful than the incumbent firms. Some firms enter markets 
early and others enter late. In the p r e s e n t s t u d y , early market 
entry refers to entering the market after the first firm‘s entry 
while the m a r k e t is still in its introductory stage. On the 
other h a n d , late entry is defined as m a r k e t entry near the end 
of the growth phase of the m a r k e t . Many firms p r e f e r early entry 
to take advantage of the best opportunities in the growing 
m a r k e t . Those who choose late entry to capture the m a r k e t share 
from the incumbents usually make use of the generalization 
strategy. The p r e s e n c e of entry b a r r i e r s , though not necessarily 
preventing firms from entering m a r k e t s , is likely to influence 
the decision regarding early or late e n t r y . 
The Hong Kong Situation 
Entry barriers are different from one industry to another. 
For instance, entry barriers in the consumer goods m a r k e t can be 
significantly d i f f e r e n t from those which exist in the industrial 
goods m a r k e t . In some industries, such as u t i l i t i e s , the entry 
barriers are incredibly h i g h . The b a s e s of entry barriers in 
this type of industry are mainly g o v e r n m e n t legislation and high 
capital input. In some other industries, such as video rental 
s e r v i c e s , the entry barriers are exceptionally low these d a y s . 
The m a j o r entry barrier in this m a r k e t is m o s t probably the 
availability of access to distribution c h a n n e l s . Therefore, 
some industries can maintain a high rate of return by keeping 
- . 
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c o m p e t i t o r s out； w h i l e others can m a i n t a i n a low rate of r e t u r n . 
To m o s t b u s i n e s s m e n , Hong Kong is a free trade m a r k e t w h i c h 
only i n d i c a t e s the absence of g o v e r n m e n t intervention in the 
b u i l d i n g up of entry b a r r i e r s . In terms of the c o n s u m e r goods 
m a r k e t , h o w e v e r , it is believed that there are still a n u m b e r of 
entry b a r r i e r s . Due to lack of study in the area of entry 
b a r r i e r s in t h e c o n s u m e r goods m a r k e t in H o n g K o n g , it is w o r t h 
c o n d u c t i n g a survey to identify those entry b a r r i e r s and their 





Statement of objectives 
We intend to study the entry barriers in the c o n s u m e r goods • 
market with the following objectives: 
1. Identify the m o s t important entry b a r r i e r s in the consumer 
goods m a r k e t in Hong Kong and d e t e r m i n e the order of 
importance of these entry barriers. 
2. Investigate if there is a difference in the importance of 
entry barriers between early and late m a r k e t entry decisions 
in the consumer goods m a r k e t . 
Research Desicrn 
The p r e s e n t research was a descriptive study collecting data 
for specific p u r p o s e s . Since the purpose of the research was to 
identify the relationships between v a r i o u s entry barriers and 
entry d e c i s i o n s , a descriptive study could rest on some specific 
h y p o t h e s e s w h i c h guided the research in specific d i r e c t i o n s . In 
this r e s e a r c h , the relative importance of v a r i o u s entry barriers 
was also e x p l o r e d . A field survey w a s conducted to collect 
relevant information. 
On the basis of the literature review and the research 
o b j e c t i v e s , several hypotheses (presented in null form) were 
d e v e l o p e d . 
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HI: Cost advantage of incumbents, p r o d u c t differentiation 
of incumbents, capital r e q u i r e m e n t s , access to 
distribution channels and price are not associated with 
entry decisions. 
T h e five barriers to entry were selected in view of the 
l i t e r a t u r e survey and the Hong Kong consumer goods market 
c o n d i t i o n s . There m a y , however, exist some discrepancy in 
c o n c e p t i o n of the importance of entry barriers between 
a c a d e m i c s and practitioners in H o n g K o n g . The first 
h y p o t h e s i s HI is to test whether the five chosen entry 
b a r r i e r s b e a r any relation to entry d e c i s i o n . 
H2: T h e r e is no difference in importance among the market 
entry barriers for entry decisions in consumer goods 
m a r k e t . 
T h e e x i s t e n c e of entry barriers m a y h a v e certain impact on a 
firm's entry decision but the w e i g h t s w h i c h marketers give 
to each b a r r i e r may not be the s a m e . In the Hong Kong 
c o n s u m e r goods m a r k e t , some entry b a r r i e r s m a y be stronger 
d e t e r r e n t s to entry in comparison w i t h o t h e r s . H2 tests 
w h e t h e r t h e r e is any difference in importance among the entry-
b a r r i e r s for the market entry decision in the local consumer 
g o o d s m a r k e t . 
H3: M a r k e t entry barriers are n o t important in their 
influence on the market entrants to m a k e early or late 
entry decisions in consumer goods m a r k e t s . 
S o m e of the m a r k e t entry barriers are equally important to 
e a r l y as w e l l as late entry d e c i s i o n . Other entry barriers 
m a y a p p e a r to be more important in either early or late entry 
. • - - •--
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d e c i s i o n s . H3 is to identify the m a r k e t entry b a r r i e r s w h i c h 
are d i f f e r e n t in their importance for early and late entry 
d e c i s i o n s . 
A n instrument in the form of a s t r u c t u r e d , u n d i s g u i s e d 
q u e s t i o n n a i r e was developed to test t h e above h y p o t h e s e s 
(Appendix A)• The questionnaire was a s i m u l a t e d d e c i s i o n - m a k i n g 
exercise designed to model executives丨 d e c i s i o n s related to 
m a r k e t entry b a r r i e r s such as cost a d v a n t a g e s , product 
d i f f e r e n t i a t i o n , capital requirements, a c c e s s to distribution 
c h a n n e l s , and p r i c e . Executives were asked to indicate the 
likelihood of recommending market entry u n d e r five d i f f e r e n t 
m a r k e t c o n d i t i o n s , In each market c o n d i t i o n , one entry barrier 
was v e r y high and the other four w e r e low. A d e c i s i o n - m a k i n g 
exercise was used because the importance p l a c e d on the five 
m a r k e t entry b a r r i e r s could be m e a s u r e d o b j e c t i v e l y . 
The q u e s t i o n n a i r e was pretested w i t h 5 executives and 5 
p o s t g r a d u a t e s t u d e n t s . Slight m o d i f i c a t i o n s , m a i n l y the 
s i m p l i f i c a t i o n of w o r d i n g , were m a d e . T h e final v e r s i o n of the 
q u e s t i o n n a i r e evolved after the p r e t e s t . 
Data Collection M e t h o d 
The field survey was conducted by m a i l . A m a i l survey was 
chosen for the p r e s e n t research in light of several a d v a n t a g e s . 
J 
F i r s t , t h e r e would be no interviewer b i a s in a m a i l survey. 
S e c o n d , as entry decision was quite a s e n s i t i v e issue to a 
c o m p a n y , research directed by mailing involved the least response 
b i a s . T h i r d , m a i l survey would enhance the p o s s i b i l i t y of m o r e 
d et ailed and accurate replies, because r e s p o n d e n t s could fill out 
10 
the q u e s t i o n n a i r e s at their leisure and they w e r e m o s t likely to 
give m o r e t h o u g h t to their answers. 
A p a c k a g e containing the instrument, a cover letter and a 
p o s t a g e - p a i d return envelope was mailed to executives who were 
in p o s i t i o n s to make market entry decisions (e.g., marketing 
m a n a g e r or m a r k e t i n g director)• Preliminary contacts with the 
executives w e r e m a d e by telephone before mailing to increase the 
response r a t e . A summary of results and decision making profile 
was p r o m i s e d to interested respondents. We have also set the 
a c c e p t a n c e period for the return of questionnaires to be two 
w e e k s to m i n i m i z e the non-response b i a s . 
Sampling 
The p o p u l a t i o n of interest was composed of those marketing 
e x e c u t i v e s having m o r e experience and being m o r e likely to make 
m a r k e t entry decisions so as to serve the purpose of the 
r e s e a r c h . M e d i u m to large business firms w e r e more likely to 
p r o v i d e executives w i t h the chance to m a k e such decisions since 
the i n t r o d u c t i o n of new products need a strong capital base. 
E x e c u t i v e s in small firms are deliberately excluded because 
b a r r i e r s to entry and entry decisions might n o t be too familiar 
to t h e m . A s a r e s u l t , judgement samples w i l l be taken from the 
sampling frame. Medium to large and more w e l l - k n o w n firms are 
p u r p o s i v e l y selected because it is believed they represent the 
p o p u l a t i o n of interest. We used the number of employees as a 
g u i d e l i n e for selection. Those firms with employees below 50 
w o u l d be r e j e c t e d . 
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The Yellow Pages telephone directory w a s selected as the 
sampling frame (the 1989 version was used because the 1990 
v e r s i o n only records the telephone numbers of companies in retail 
b u s i n e s s ) . The Yellow Pages is a business telephone directory 
covering the whole range of industry in Hong K o n g , from retailers 
to large trading firms. It was a c o n v e n i e n t source of company 
information for the survey because it categorizes the firms into 
different sectors such as food processing, h o u s e h o l d products and 
banking s e r v i c e s . Originally such a layout exactly suited a 
cross comparison amongst the responses from d i f f e r e n t specific 
sectors in the consumer goods m a r k e t . H o w e v e r , due to low 
response rate, the responses from d i f f e r e n t industries were 
lumped t o g e t h e r rather than separated into d i f f e r e n t categories 
for a n a l y s i s . 
One hundred and fifty (150) corporations were selected from 
the sampling frame and mailed the q u e s t i o n n a i r e s . Twenty-two 
companies r e s p o n d e d , representing a response rate of 15%. The 
responding companies include those from food p r o c e s s i n g , t o b a c c o , 
w i n e s & b e v e r a g e s , household goods and electrical appliance 




Method of A n a l y s i s 
For a n a l y s i s of the relative importance of the five m a r k e t 
entry b a r r i e r s , the relative weight w e r e c o m p u t e d for each m a r k e t 
e n t r y d e c i s i o n w i t h different m a r k e t entry b a r r i e r s . 
W h e n the l i k e l i h o o d of recommending m a r k e t entry is 100%, the 
i n f l u e n c e of t h e m a r k e t barrier is t o t a l l y i n s i g n i f i c a n t and the 
r e l a t i v e w e i g h t of importance w o u l d be z e r o . In case the 
l i k e l i h o o d of r e c o m m e n d i n g market entry is 0%, the influence of 
t h e m a r k e t b a r r i e r is extremely important and t h e r e l a t i v e w e i g h t 
of i m p o r t a n c e w o u l d b e 1. T h e r e f o r e , the r e l a t i v e w e i g h t w o u l d 
fall b e t w e e n 1 and 0. The formula used in c o m p u t i n g the relative 
w e i g h t s is listed as follows: 
Rij 二 1 - Lij 
Rij ： r e l a t i v e w e i g h t for m a r k e t e n t r y d e c i s i o n i u n d e r 
m a r k e t condition j 
Lij : l i k e l i h o o d of recommending m a r k e t entry d e c i s i o n i 
u n d e r m a r k e t condition j 
F i r s t , t h e m e a n s and standard d e v i a t i o n s of relative w e i g h t s 
of d i f f e r e n t e n t r y decisions under d i f f e r e n t m a r k e t c o n d i t i o n s 
w e r e c a l c u l a t e d . T o t a l l y , there w e r e 10 m e a n s and 10 standard 
d e v i a t i o n in l i g h t of two entry d e c i s i o n s (early and late) u n d e r 
five m a r k e t c o n d i t i o n s . The result w o u l d g i v e a overall p i c t u r e 
13 
of relative weights for different entry decisions and entry 
b a r r i e r s . 
S e c o n d , the HI hypothesis was t e s t e d . T一tests on the mean 
relative weights for each market entry decision under each m a r k e t 
condition were performed. It was used to t e s t if the relative 
w e i g h t s w e r e statistically different from zero. In case the 
relative weights are proved to be statistically different from 
zero, it implies that the market entry b a r r i e r s are perceived to 
be important in making entry d e c i s i o n s . 
T h i r d , the H2 hypothesis was t e s t e d . W h e t h e r there are 
d i f f e r e n c e s in the importance of barriers in m a r k e t entry 
decisions was tested by performing two way analysis of variance 
(2-way ANOVA) on relative weights for the two entry decisions 
u n d e r the five m a r k e t entry conditions. In addition, two 1-way 
A N O V A s and Duncan's multiple range tests w e r e c o n d u c t e d . The 
one-way analysis of variances were employed to t e s t if there are 
d i f f e r e n c e s in the importance of b a r r i e r s for early and late 
entry decision separately. The Duncan's m u l t i p l e range tests 
w e r e used to identify which entry b a r r i e r s d i f f e r e d statistically 
from the others in importance. 
F o u r t h , The H3 hypothesis w a s t e s t e d . The hypothesized 
d i f f e r e n c e in the influence of barriers b e t w e e n early and late 
entry decisions were examined by five p a i r e d t - t e s t s . The 
r e l a t i v e w e i g h t for late entry decision w a s compared with the 
relative w e i g h t for early entry decision for each entry b a r r i e r . 
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Results 
D i s t r i b u t i o n of relative weights in the sample 
Pooling all the data together, it is observed that overall the 
m e a n r e l a t i v e w e i g h t of the entry barrier of capital requirement 
was the g r e a t e s t w h i l e that of the entry barrier of price was the 
s m a l l e s t (Table 1) • The relative w e i g h t s in descending order 
w e r e as follows: capital requirements, p r o d u c t differentiation 
of i n c u m b e n t s , cost advantages of incumbents, access to 
d i s t r i b u t i o n channels and price. 
H o w e v e r , there are some differences in the relative order in 
importance between early entry and late entry d e c i s i o n s . From 
T a b l e 1, for early entry the degree of importance was in the 
following order: access to distribution c h a n n e l s , cost advantages 
of i n c u m b e n t s , p r o d u c t differentiation of incumbents, capital 
r e q u i r e m e n t s and p r i c e . Although the mean w e i g h t of product 
d i f f e r e n t i a t i o n of incumbents is the same as that of capital 
r e q u i r e m e n t s , the standard deviation of product differentiation 
of incumbents is less than that of capital requirements. 
T h e r e f o r e , it is perceived that respondents w e r e m o r e divided in 
opinion a b o u t the relative importance of capital requirements, 
and p r o b a b l y the relative weight of capital requirements in the 
p o p u l a t i o n is less than that of p r o d u c t differentiation of 
i n c u m b e n t s . For late entry the degree of importance was in the 
f o l l o w i n g order: capital requirements, p r o d u c t differentiation 
of i n c u m b e n t s , cost advantages of incumbents, access to 
d i s t r i b u t i o n channels and price. 
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In a d d i t i o n , for each entry barrier the relative w e i g h t for 
late entry decision was greater than the relative w e i g h t for 
early entry d e c i s i o n . It is also noted that the standard 
deviation of relative weight for capital r e q u i r e m e n t w a s g r e a t e s t 
w h i l e t h e standard deviation of relative w e i g h t for access to 
distribution channels was smallest. 
A l t h o u g h there were differences in importance of entry 
barriers in the sample, the observed differences could have 
occurred by chance because of the v a r i a t i o n p o s s i b l e due to the 
sample u s e d . Therefore statistical tests should be p e r f o r m e d to 
check for significance level. 
Result for HI 
t - t e s t s w e r e conducted to test if the relative w e i g h t s for 
d i f f e r e n t entry decisions under different m a r k e t conditions w e r e 
statistically different from zero. From the results in Table 2, 
at 0.05 significance level, it is observed t h a t cost advantages 
of i n c u m b e n t s , product differentiation of incumbents, capital 
r e q u i r e m e n t s , access to distribution c h a n n e l s , and p r i c e w e r e 
p e r c e i v e d as barriers to both early and late m a r k e t entry 
d e c i s i o n s . 
Result for H2 
A two-way analysis of variance was d o n e . The results in Table 
3 show t h a t the F value associated w i t h entry decisions and 
m a r k e t entry barriers was 0.832. The observed significance level 
was 0 . 5 0 6 . T h e r e f o r e , it appears there is little interaction 
between t h e two variables - entry decisions and entry b a r r i e r s . 
As t h e r e is no significant interaction, the relative w e i g h t s 
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could then be tested individually. 
The F v a l u e associated with market entry barriers was 1.949 
and the s i g n i f i c a n c e level of F was 0.104. It appears that the 
influence of entry barriers did not differ significantly from one 
a n o t h e r . T h e F v a l u e associated with entry decisions was 113.837 
and the s i g n i f i c a n c e level of F was 0. It appears that the 
influence of entry barriers differed very significantly from 
early entry to late e n t r y . 
In a d d i t i o n , after performing two one-way analyses of variance 
(Table 4 & 5), it was found that for early entry the importance 
attached to barriers did not differ significantly. The F value 
was 0.2487 and the F probability was 0.9099. According to the 
results in Table 6 of the Duncan‘s multiple range tests, no two 
entry b a r r i e r s w e r e significantly different at the 0.100 level 
for early e n t r y . H o w e v e r , for late entry the importance attached 
to b a r r i e r s d i f f e r e d significantly. The F v a l u e was 2.4599 and 
the F p r o b a b i l i t y was 0.0499. Duncan's multiple range tests 
indicate t h a t price differed from cost advantages of incumbents, 
p r o d u c t d i f f e r e n t i a t i o n of incumbents and capital requirements 
in late entry d e c i s i o n s . Price was perceived to be less 
important than the above three entry barriers at 0.1 significance 
l e v e l . 
<• -
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Result for H3 
The h y p o thesized differences in the influence of entry 
barriers between early and late entry decisions were examined by 
five p a i r e d t - t e s t s . The results are shown in Table 7. A l l five 
entry b a r r i e r s appear to differ significantly between early and 
late e n t r y . The results show that entry barriers w e r e p e r c e i v e d 




No research p r o j e c t is performed w i t h o u t any limitations. 
D i f f e r e n t types of bias come from the respondents, the 
r e s e a r c h e r s and the instrument throughout the d e s i g n , data 
c o l l e c t i o n and analysis processes. The limitations of the 
p r e s e n t survey are discussed with respect to these aspects of 
the r e s e a r c h p r o c e s s . Upon identifying the biases in each stage, 
a s s o c i a t e d recommendations are made for further studies. 
Biases In Desiqn 
A n important limitation in the research design is that only 
five m a r k e t entry barriers were examined in m a k i n g entry 
d e c i s i o n s . Due to the constraints in the design of the 
i n s t r u m e n t , other possible forces were not c o n s i d e r e d . Further 
studies are recommended to examine the other forces. 
T h e interactions among the entry b a r r i e r s could not be 
examined in our s t u d y . In some c i r c u m s t a n c e s , several entry 
b a r r i e r s m a y prevail in the m a r k e t . The understanding of the 
i n t e r a c t i o n s among the entry baririers would be crucial in making 
m a r k e t entry d e c i s i o n s . 
The Yellow Pages was selected as the sampling frame for the 
s u r v e y . It did not cover all companies which m a r k e t and sell 
c o n s u m e r g o o d s . This affects its completeness and our selection 
- < -
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of s a m p l i n g e l e m e n t s . M o r e o v e r , some of the c o m p a n y information 
in t h e d i r e c t o r y w a s outdated, w h i c h further lowered the 
p o s s i b i l i t y of getting our target c o m p a n i e s . In spite of all 
t h e s e d r a w b a c k s , the Yellow Pages w a s the m o s t c o m p l e t e sampling 
frame a v a i l a b l e w i t h o u t incurring any c o s t . 
Biases In Data C o l l e c t i o n 
M o s t of the firms included in our s u r v e y w e r e p u r p o s i v e l y 
s e l e c t e d large and successful firms； this i n e v i t a b l y introduces 
s e l e c t i o n b i a s . It is equally important to c o n s i d e r the m a r k e t 
entry d e c i s i o n s of executives in m e d i u m and small firms. 
H o w e v e r , t h e r e are some difficulties in s u r v e y i n g t h e s e firms 
b e c a u s e t h e e x e c u t i v e s in medium and small firms seldom have the 
c o n c e p t of entry b a r r i e r s . Furthermore, t h e u s e of a p u r p o s i v e 
s a m p l e p r e c l u d e s an assessment of sampling e r r o r . O w i n g to the 
n a t u r e of the firms in our sample, the r e s u l t s are a p p l i c a b l e 
only to large and successful firms. 
T h e low r e s p o n s e rate (15%) yielded a h e a v y n o n r e s p o n s e b i a s 
and l a r g e l y limited our scope of a n a l y s i s . Due to the low 
r e s p o n s e r a t e , w e could not compare t h e i m p o r t a n c e of m a r k e t 
e n t r y b a r r i e r s a m o n g s t different p r o d u c t t y p e s in the c o n s u m e r 
g o o d s i n d u s t r y . Only the results lumping all the data t o g e t h e r 
w e r e e x a m i n e d to draw some g e n e r a l i z a t i o n a b o u t the c o n s u m e r 
g o o d s m a r k e t as a w h o l e . The reason for the low r e s p o n s e rate 
could b e t h a t H o n g Kong businessmen w e r e too b u s y to p a r t i c i p a t e 
in an a c a d e m i c r e s e a r c h survey. It is also b e l i e v e d t h a t the 
q u e s t i o n n a i r e m i g h t n o t have been i n t e r e s t i n g and w e r e p e r h a p s 
even d i f f i c u l t for some of the t a r g e t e x e c u t i v e s to c o m p l e t e . 
香 港 中 文 大 學 圓 書 館 藏 
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A Chinese v e r s i o n is recommended for further studies in similar 
t o p i c s . A s the response rate is very low for mail surveys, it 
is also recommended that personal interviews be conducted to 
increase the response rate. 
A n o t h e r data collection bias was that clarification was not 
p o s s i b l e in a m a i l survey. Respondents who were not clear about 
the d e f i n i t i o n s of the technical terms m i g h t have completed the 
q u e s t i o n n a i r e in the wrong direction. This would certainly 
introduce error in the subsequent a n a l y s i s . 
Biases in Data Analysis 
One of the biases t h a t m i g h t have occurred in the analysis is 
the v a l i d i t y of testing h y p o t h e s e s . A f t e r a literature review, 
we identified cost advantages, product differentiation, capital 
r e q u i r e m e n t s , access to distribution channels and price as the 
m o s t important entry barriers in the consumer goods m a r k e t . 
N o n e t h e l e s s , t h e s e entry barriers may not be the m o s t important 
ones actually existing in the real w o r l d . There may be other 
kinds of entry barriers existing in the m a r k e t which are more 
important than w h a t we think in our study. 
A n o t h e r bias encountered in data analysis is the sampling 
e r r o r . T h e p r o j e c t utilized a sample of large to medium sized 
firms to investigate the importance of entry b a r r i e r s . Based on 
the sample r e s u l t s , we m a k e conclusion about the whole population 
from w h i c h the sample was selected. Because the sample is used 
to e s t i m a t e the p o p u l a t i o n , differences would exist between the 
result of the sample and the underlying population. 
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Due to the small size of the sample, the differences in 
importance of entry barriers were not statistically significant. 
A b i g g e r sample could give a clearer picture of such differences 
in the importance of entry barriers in the p o p u l a t i o n . Small 
sample size also results in large standard error which affects 
the reliability of our analysis. Another limitation due to small 
sample size is that we cannot perforin analysis comparing 
d i f f e r e n t sectors of the consumer goods industry. 
Several steps were involved in the process of analysis. They 
included coding the responses, recording the codes, entering the 
codes onto computer. Mistakes could occur in all these 
a c t i v i t i e s . H o w e v e r , in light of the small size of the sample 
and also double checking, the errors from these activities w e r e 
b e l i e v e d to be very low. 
Concerning the choice of statistical t e s t s , t - t e s t s w e r e used 
instead of z-tests in testing HI and H3 h y p o t h e s e s . A l t h o u g h 
these two different tests are appropriate for interval data, the 
c h o i c e between the two depends on our knowledge of the population 
standard deviation and the sample size u s e d . The z-test is 
a p p r o p r i a t e for interval data for situation w h e r e (1) the sample 
size is any size and the population standard deviation in known; 
or (2) the sample size is greater than 30 and the population 
standard deviation is unknown. In situations w h e r e the sample 
size is below 30 and population standard deviation is u n k n o w n , # 
t - t e s t should be u s e d . As our sample size w a s only 22 and the 
standard deviation of the population was u n k n o w n , z-tests w e r e 
not suitable for analysis. Otherwise, errors would be incurred 
due to w r o n g choice of statistical t e s t . 
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In t e s t i n g H2 hypothesis, we used analysis of v a r i a n c e s . 
A n a l y s i s of v a r i a n c e is appropriate for an intervally scaled 
d e p e n d e n t v a r i a b l e and a nominally scaled independent variable 
or v a r i a b l e s . In our project, the d e p e n d e n t variable is the 
r e l a t i v e w e i g h t of importance which is in interval scale, and the 
independent v a r i a b l e s are types of entry decision and entry 
b a r r i e r s w h i c h are both in nominal s c a l e . Therefore, the 
c h a r a c t e r i s t i c s of the variables satisfy the requirement of 
a n a l y s i s of v a r i a n c e . 
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CHAPTER V 
CONCLUSIONS AND DISCUSSION 
Identification of Entry Barriers 
Our findings support the five proposed barriers to m a r k e t 
entry disclosed in literature: cost advantages of incumbents, 
p r o d u c t differentiation of incumbents, capital requirements, 
access to distribution channels, and p r i c e . Though the barriers 
could differ in degree of importance, all five barriers were 
p e r c e i v e d as important factors to consider in making m a r k e t entry 
decisions in the consumer goods m a r k e t s . T h e s e five barriers 
influence executive decision makers in their m a r k e t entry 
d e c i s i o n s . 
Importance of Market Entry Barriers 
For early entry, the importance of entry barriers do not 
differ significantly. On the other hand for late entry, p r i c e 
is statistically less important than the cost advantages of 
incumbents, p r o d u c t differentiation of incumbents and capital 
r e q u i r e m e n t s . It may be because lower price is not sustainable 
if the incumbents do not have any source of competitive 
a d v a n t a g e . The incumbents could not lower p r i c e below cost for 
a long period of t i m e . 
The influence of entry barriers also differs significantly 
b e t w e e n early entry and late entry. The influence of entry 
b a r r i e r s is perceived to be less important in early entry than 
in late entry. There are three possible r e a s o n s . 
； 24 
F i r s t , in early entry the barriers are built up in a short 
p e r i o d of t i m e , and the advantages derived from barriers could 
be erode by new entrants. H o w e v e r , in late entry, the incumbents 
h a v e successfully erected the entry barriers for a longer time, 
and the b a r r i e r s are so strong that new entrants can barely 
overcome them easily. 
S e c o n d , in early entry new entrants may still easily find a 
niche d i f f e r e n t from the target segments of the incumbents. But 
in late eirtry all the segments would be occupied by the . 
incumbents and it is very difficult for new entrants to find a 
niche in w h i c h to survive. 
T h i r d , since in early entry the market is in the introductory 
s t a g e , the p o t e n t i a l return in the future could be so great that 
it is justified for new entrants to take the risk and enter the 
m a r k e t . In late e n t r y , h o w e v e r , the m a r k e t is near the maturity 
s t a g e , and the future return could be so slim that it is not 
justified for new entrants to take the risk to enter the market. 
M a n a g e r i a l Implications 
M a r k e t entry barriers are considered to be crucial factors in 
the m a r k e t entry d e c i s i o n . From a managerial p o i n t of v i e w , the 
importance of barriers is twofold: (1) for the incumbents, 
b u i l d i n g or keeping the barriers high will m a k e it difficult for 
new firms to enter m a r k e t s and (2) for the new entrants, the 
p r e s e n c e of h i g h or low( barriers provides direction in market 
s e l e c t i o n . To succeed in holding onto a m a r k e t by keeping the 
b a r r i e r s h i g h , an incumbent must first identify the relative 
importance of the b a r r i e r s . 
‘ 25 
The incumbents are usually the pioneering firms in the m a r k e t . 
When entering m a r k e t s , pioneering firms face only a few m a r k e t 
entry b a r r i e r s (i.e. , government policy and capital requirements) 
and have advantages over the late entrants. H o w e v e r , p o t e n t i a l ‘ 
new entrants attempt to overcome the barriers by being 
competitive (i.e., achieving the same cost advantages as the 
incumbents)• They m u s t identify the relative importance of the 
barriers b e f o r e making entry decisions. The magnitude of 
barriers often determines whether early or late entry is 
s e l e c t e d . 
The results of our study show that the magnitude of b a r r i e r s 
is h i g h e r in late entry than in early entry. H e n c e , it is m o r e 
b e n e f i c i a l for firms to enter the market in the early stage of 
the p r o d u c t s life cycle and to build up their entry barriers to 
deter further entrants. 
As indicated in the literature review, cost advantages often 
result from economies of scale and learning curve effects. When 
learning is p r o p r i e t a r y , entry barriers are exceedingly high but 
they erode quickly as diffusion of learning increases, m a k i n g 
late entry feasible. In addition, market p i o n e e r s acquire h i g h e r 
m a r k e t shares and higher return on assets as a result of h a v i n g 
a stronger relative marketing m i x , relative direct cost savings 
and a long-term consumer information a d v a n t a g e . 
The m a i n feature of product differentiation is to create a 
u n i q u e p r o d u c t or service that is perceived by customers and 
d i s t r i b u t o r s as clearly superior in value so that a premium price 
could be c h a r g e d . Product differentiation could be achieved 
through strong brand image, product or service q u a l i t y , 
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efficiency of distribution, and so on. Differentiation will vary 
by industry, and may change over t i m e . As a result, the 
incumbents should always try to be innovative in product design 
in order to distinguish their products or services from the new 
e n t r a n t s . 
For capital requirements, it requires new entrants to invest 
large financial resources in order to compete or enter the 
m a r k e t . This is usual an dominant entry barriers in capital-
intensive industries. A lot of investments are used to modernize 
the operation p r o c e s s , and so mechanization and automation become 
significant sources of advantage. 
The first or early entrants use intensive distribution 
strategies to limit access to distribution channels for the 
p o t e n t i a l m a r k e t entrants. The successfulness hinges a lot on 
the exclusive control of existing distributors and no 
availability of other distribution c h a n n e l s . If other 
distribution channels are available or control of existing 
distribution channels lessens, the entry barrier would easily be 
eroded. The exploitation and development of new distribution 
channels n e v e r used before can bring surprising results for new 
entrants. 
For p r i c e c o m p e t i t i o n , it is perceived t h a t this is least 
important among the five barriers. T h e r e f o r e , price warfare is 
considered as a less effective and sustainable deterrent for new 
m a r k e t e n t r a n t s . Incumbents should not rely too much on using 
price c o m p e t i t i o n as a long-term b a r r i e r s . They should try to 
seeks other advantages over the competitors in order to maintain 
their c o m p e t i t i v e n e s s . 
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To c o n c l u d e , as cost advantages of incumbents, p r o d u c t 
d i f f e r e n t i a t i o n and capital requirements are perceived to the 
m o s t t h r e e important entry barriers. For the incumbents, the 
m a n a g e m e n t should pay more attention in seeking advantages over 
these three directions. For the new entrants, the m a n a g e m e n t 
should avoid those markets where the m a g n i t u d e of these three 
entry b a r r i e r s are h i g h . 
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APPENDIX 1 
COVER LETTER FOR THE MAIL> SURVEY 
Feb 9, 1990 
Dear E x e c u t i v e : 
We are a g r o u p of researchers in the M B A p r o g r a m m e of the 
Chinese U n i v e r s i t y of Hong Kong. We are now doing r e s e a r c h 
regarding the entry barriers for the p r o d u c t s in your i n d u s t r y . 
Your s u p p o r t is extremely important to the s u c c e s s of our survey 
and could y i e l d v a l u a b l e information for t h e future d e c i s i o n 
m a k i n g and launching of products to new m a r k e t s . 
W i l l you take a few minutes to c o m p l e t e the q u e s t i o n n a i r e 
and return it as soon as p o s s i b l e , p r e f e r a b l y w i t h i n these two 
weeks? Your answers will only be used in c o m b i n a t i o n w i t h other 
r e s p o n d e n t s to give us a composite p i c t u r e . We would v e r y m u c h 
a p p r e c i a t e y o u r h e l p . Thank you for y o u r v a l u a b l e a s s i s t a n c e . 
M o s t s i n c e r e l y , 
E r n e s t Kin Piu Fung 
Ted Yun T a k W o n g 
R e s e a r c h e r s , The Chinese U n i v e r s i t y of H o n g Kong 
If you. w i s h to have a copy of t h e s u m m a r y of the f i n d i n g s 
of our r e s e a r c h , p l e a s e give us y o u r name and address in t h e 
following s p a c e s . 
NAME： 




The questionnaire is a simulated decision-making exercise measuring the relative 
importance of five market entry barriers, namely，cost advantages of incumbents, 
product differentiation of incumbents, capital requirements, access to distribution 
channels and price. In each of the five market conditions, one market entry barrier is 
very high and the other four are low. Respondents are asked to indicate the likelihood 
of recommending market entry under such market conditions. 
Operat ional Definitions 
Concept Definition 
Cost advantages of Established firms in the market have cost advantages 
incumbents (CAI) resulting from economies of scale, product knowhow, design 
characteristics, favorable access to raw materials, and 
favorable locations. 
Product differentiation Established firms have brand identification and customer 
incumbents (PDI) loyalties stemming from past promotion, customer service, 
product differences, or simply being first into the market. 
Capital requirements The need to invest huge financial resources to enter a 
(CR) market and compete in that market. 
Access to distribution The extent to which profitable distribution channels for a 
channels (ADC) product have already been occupied by the established firms 
in the market. 
Price (P) Price competition can be a significant deterrent to entry, 
particularly in industries where firms are more ready to lower 
their prices to obtain the sales turnover required. 
Early market entry Early market entry takes place after the first firm enters 
the market with a new product and the market is still in the 
introductory stage. 
Late market entry Late market entry refers to entering the market near the end 
of the growth phase of the market. 
‘ ‘ -
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MARKET CONDITION #1 
* Cost advantages of incumbents High barrier 
* Product differentiation of incumbents Low harrier 
* Capital requirements Low barrier 
* Access to distribution channels Low barrier 
* Price Low barrier 
With the levels of these 5 market entry barriers in mind, indicate the likelihood you 
would recommend market entry of a new product under these conditions (please circle 
percentages)•".. 
Scenario A: If the above represents an early market entry opportunity into your specific 
industry. 
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 
[No Chance] (Def ini te] 
Scenario B: If the above represents a late market entry opportunity into your specific 
industry. 
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 
[No Chance] [Dcf ini leJ 
MARKET CONDITION #2 
* Cost advantages of incumbents Low barrier 
* Product differentiation of incumbents High barrier 
* Capital requirements. Loh^ harrier 
* Access to distribution channels Low harrier 
* Price L o w barrier 
With the levels of these 5 market entry barriers in mind, indicate the likelihood you 
would recommend market entry of a new product under these conditions (please circle 
percentages)..… 
Scenario A: If the above represents an early market entry opportunity into your specific 
industry. 
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 
[No Chance] [Def ini te] 
Scenario B: If the above represents a late market entry opportunity into your specific 
industry. 
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 
[No Chancc] [ D c f i n i l e � 
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MARKET CONDITION #3 
* Cost advantages of incumbents". r u . 
* Product differentiation of incumbents f 
* Capital requirements......：.. f f ^ 
*^ccess to distribution channels ， h ”mer 
* Price barrier 
Low barrier 
S d t i ^ ^ S e t ^^  the likelihood you 
percentages)..... 巧 a new product under these conditions (please circle 
一 儿 L f ^ t ^ v e r e p 聽他 an early market opportunity into your specific 
{NocOh!L丨 1 0 % 2 0 % 3 0 % 4 0 % 5 0 % 6 0 % 7 0 % 8 0 % 9 0 % 100% 
【Dcnnite] 
' 一 B: ^ ^ J e ^ o v e represents a iate market entry opportunity into your specific 
[Noc0h!L/0% 2 0 % 3 0 % 4 0 % 5 0 % 6 0 % 7 0 % 8 0 % 9 0 % 100% 
[Def in i te] 
MARKET CONDITION #4 
* Cost advantages of incumbents". r , . 
* Product differentiation of incumbents ，贿 
* Capital requirements. 
舰 to distribution channelZ. ^^^ 
* Price High barrier 
Low barrier 
5 entry barriers in mind, indicate the likelihood you 
percentages). of a new product under these conditions (please circle 
一 ^ 二 二 r e p r e s e n t s an early market entry opportunity into your specific 
INocOh!L】10% 2 0 % 3 0 % 4 0 % 5 0 % 6 0 % 7 0 % 8 0 % 9 0 % 100% 
[Definite] 
S 咖-B: [ f t h e a b o v e represents a late market entry opportunity into your specific 
l N o c O i l O % 2 0 % 3 0 % 4 0 % 5 0 % 6 0 % 7 0 % 8 0 % 9 0 % 100% 
[Def in i t e� 
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MARKET CONDITION #5 
* Cost advantages of incumbents Low harrier 
* Product differentiation of incumbents Low barrier 
* Capital requirements Low barrier 
"^Access to distribution channels Low harrier 
* Price High barrier 
With the levels of these 5 market entry barriers in mind, indicate the likelihood you 
would recommend market entry of a new product under these conditions (please circle 
percentages)..… 
Scenario A: If the above represents an early market entry opportunity into your specific 
industry. 
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 
[No Chanccj [Def ini te] 
Scenario B: If the above represents a late market entry opportunity into your specific 
industry. 
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100% 
[No Chance] [Def in i te ! 
Finally, we would like to gather some information about your company. Please answer 
the following two questions. 
1. In what industry is your company engaged? 




MEAN VALUE AND STANDARD DEVIATION 
OF RELATIVE WEIGHTS FOR MARKET ENTRY BARRIERS 
Early Entry Late Entry Total 
Barriers Mean Std Dev Mean Std Dev Mean Std Dev 
CAI .3273 .2472 . 6636 .2083 .4955 .2828 
PDI .3227 .1744 .6773 .2349 .5000 .2719 
CR .3227 . 2793 .7409 .2576 . 5318 .3395 
ADC . 3409 .1943 . 6364 .2258 .4886 .2563 
p .2773 .2202 .5273 .2394 .4023 .2601 
* T o t a l l y there were 22 responses 
CAI - Cost Advantages of Incumbent 
PDI 一 Product Differentiation of Incumbent 
CR - Capital Requirements 
ADC 一 A c c e s s to Distribution Channels 
P - Price 
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TABLE 2 
MEAN TEST OF RELATIVE W E I G H T S 
FOR M A R K E T ENTRY BARRIERS 
Early Entry Late E n t r y 
B a r r i e r s t - v a l u e t - v a l u e 
CAI 6.21 14.95 
PDI 8.68 13.52 
CR 5.42 13.49 
ADC 8.23 13.22 
P 5.90 10.33 
* T h e c r i t i c a l t - v a l u e at 0.05 s i g n i f i c a n c e level is 1 . 7 2 1 
CAI - C o s t A d v a n t a g e s of Incumbent 
PDI - P r o d u c t Differentiation of I n c u m b e n t 
CR - C a p i t a l R e q u i r e m e n t s 
A D C - A c c e s s to Distribution Channels 
P 一 P r i c e 
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TABLE 2 
T W O - W A Y ANALYSIS OF V A R I A N C E 
ON R E L A T I V E WEIGHTS OF ENTRY BARRIERS 
T W O - W A Y A N A L Y S I S O F V A R I A N C E 
Sum of M e a n S i g n i f . 
S o u r c e of V a r i a t i o n Squares DF S q u a r e F—value of F 
M a i n E f f e c t s 6.435 5 1.287 24.327 .000 
E n t r y B a r r i e r s .412 4 .103 1.949 •104 
E n t r y D e c i s i o n s 6.023 1 6.023 113.837 .000 
(early v s late) 
2 - w a y I n t e r a c t i o n s .176 4 .044 .832 .506 
(entry b a r r i e r s & 
e n t r y d e c i s i o n s ) 
E x p l a i n e d 6.611 9 .735 13.885 .000 
R e s i d u a l 11.110 210 .053 
T o t a l 17.721 219 .081 
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TABLE 2 
O N E - W A Y A N A L Y S I S OF V A R I A N C E ON R E L A T I V E 
W E I G H T S OF ENTRY BARRIERS IN EARLY E N T R Y 
O N E - W A Y A N A L Y S I S O F V A R I A N C E 
Sum of M e a n . F F 
S o u r c e D . F . Squares S q u a r e s R a t i o Prob 
B e t w e e n Entry 
B a r r i e r s 4 . 0509 .0127 .2487 .9099 
W i t h i n E n t r y 
B a r r i e r s 105 5.3727 .0512 
T o t a l 109 5.4236 
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TABLE 5 
O N E - W A Y A N A L Y S I S OF V A R I A N C E ON R E L A T I V E 
W E I G H T S OF ENTRY BARRIERS IN LATE ENTRY 
O N E - W A Y A N A L Y S I S O F V A R I A N C E 
Sum of M e a n F F 
S o u r c e D. F. Squares S q u a r e s R a t i o 
B e t w e e n E n t r y 
B a r r i e r s 4 .5376 .1344 2.4599 .0499 
W i t h i n E n t r y 
B a r r i e r s 105 5.7373 .0546 
T o t a l 109 6.2749 
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TABLE 2 
DUNCAN'S MULTIPLE RANGE TESTS 
FOR M A R K E T ENTRY DECISIONS 
M e a n E n t r y B a r r i e r s 
R e l a t i v e Entry 
W e i g h t s Barriers ‘ CAI PDI CR A D C P 
E a r l y E n t r y 
.3273 CAI --
.3227 PDI NS -一 
.3227 CR NS NS —— 
.3409 ADC NS NS NS 一一 
.2773 P NS NS NS NS —— 
Late E n t r y 
.6636 CAI --
.6773 PDI NS --
.7409 CR NS NS -一 
.6364 ADC NS NS NS — 
.5273 P S S S NS --
* S m e a n s the relative weights are s i g n i f i c a n t l y d i f f e r e n t and 
NS m e a n s the relative weights are not s i g n i f i c a n t l y d i f f e r e n t 
at the s i g n i f i c a n c e level of 0.1 in Duncan‘s m u l t i p l e r a n g e 
t e s t 
CAI - C o s t A d v a n t a g e s of I n c u m b e n t 
PDI 一 P r o d u c t Differentiation of I n c u m b e n t 
CR 一 C a p i t a l R e q u i r e m e n t s 
A D C - A c c e s s to Distribution C h a n n e l s 
P - P r i c e 
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TABLE 2 
C O M P A R I S O N OF M A R K E T ENTRY BARRIERS 
R E L A T I V E WEIGHTS FOR EARLY A N D LATE ENTRY 
. A v e r a g e R e l a t i v e W t . A v e r a g e R e l a t i v e W t 
B a r r i e r s E a r l y E n t r y Late E n t r y • t - v a l u e 
CAI .3273 .6636 . -5.40 
PDI .3227 .6773 -7.28 
CR .3227 .7409 -6.95 
A D C .3409 .6364 -4.57 
P .2773 .5273 -4.49 
* c r i t i c a l t - v a l u e at 0.05 s i g n i f i c a n c e level is 1.721 
CAI - C o s t A d v a n t a g e s of I n c u m b e n t 
PDI — Proc^uct D i f f e r e n t i a t i o n of I n c u m b e n t 
CR — C a p i t a l R e q u i r e m e n t s 
A D C — A c c e s s to D i s t r i b u t i o n Channels 
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